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With the development of performing type of tourism products, the importance of 
brand stands out and becomes the main means of competition, which means the 
construction of its brand strategy system has become an essential matter．For this, 
based on the results of visible brands operating, the brand strategy theoretical system 
and framework of performing type of tourism products are proposed in this paper, 
which aim to inspiring the brand operation and theoretical research of performing type 
of tourism products in China.  
Inductive and deductive act, system and case study were used in this paper. 
Based on the research of tourism performance and performing type of tourism 
products, this paper firstly defines performing type of tourism products, then analyses 
the development of performing type of tourism products and its brand, and puts its 
brand’s development trend of the future besides. Then, this paper focuses on analysis 
of motivation and constraints of trussing a brand strategy system of the performing 
type of tourism products, and makes it clear that it is necessary and pressing to 
building a brand strategy system. In the light of previous studies, this paper trusses a 
suitable brand strategy system of the performing type of tourism products in China, 
which includes three levels: brand strategy objection, overall brand strategy and 
phasic brand strategy. Finally, the "Impression Sanjie Liu" was selected as a cases, 
and detailed analysis on how the "Impression Sanjie Liu" constructs a system of brand 
strategy. 
This paper defines the performing type of tourism products, trusses the brand 
strategy system of it, which gives a big support to its brand operation and 
development for the future. Moreover, the PDCA was used in the stage of phasic 
brand strategy, which has a strong practical significance. 
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